This article takes a look at ethnographic research in today's marketplace and offers 10 ways to explore corporate ethnography in order to achieve deeper understanding and uncover more valuable insights. 
lied upon their observation of the world to understand what will resonate with the people they want to attract. The new part is that many businesses now feel that understanding consumers in context is a competitive necessity. They value this technique as offering more texture, sophistication, and depth than most traditional consumer research methods provide. As a result many companies have extended their research tool kit to include human-centered, observation-based research methods. These methods commonly are referred to as ethnographic methods. In this article we will refer to these methods as "corporate ethnography" or "ethnographic-style research" in deference to the formal discipline of ethnography as traditionally practiced by anthropologists.
In a corporate world familiar with quantitative and objective analysis, people supporting these most qualitative and interpretive methods used to fight tooth and nail for a seat at the table, let alone share their findings in front of executives. Today, corporations feel more comfortable and trusting of this form of research. At this moment, ethnographic-style research has acquired relatively favored status within corporate culture.
INTERPRETATION FOR MEANINGFUL IMPACT
As corporate ethnography rapidly becomes more commonplace, we know that simply doing itmaking discoveries about people in contextloses its distinctive advantage. We would like to emphasize that the deeper, more meaningful, and more enduring value comes not from the observations themselves. This value comes from the quality of interpretation and synthesis applied to the observations, the freshness of insights surfaced, and the effectiveness in influencing how companies respond. We think it is time to challenge practitioners, including ourselves, to keep evolving the approach and use it to provide evermore significant impacts. How can we ensure that corporate ethnography continues to be valuable to business? And how can we ensure that it also provides meaningful benefits for the people who are observed, the people with whom businesses interact?
Below we share 10 ways that we are currently exploring corporate ethnography to help get deeper and more valuable insights. 
Nonlinear interpretations-Sometimes

CREATING A MEANINGFUL FUTURE?
In conclusion, let us look back at the two questions we posed at the beginning of this article:
• How can we ensure that corporate ethnography continues to be valuable to business?
Corporate ethnography is well suited to allow for two-way conversations, not just one-way listening.
ENHANCING ETHNOGRAPHIC INTERPRETATIONS
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• How can we ensure that it also provides meaningful benefits for the people who are observed, the people with whom businesses interact?
We would like to believe that, going forward, the power of corporate ethnography-its biggest impact-will be to uncover opportunities that mutually benefit all of the people who participate in the economic and social network. Ultimately the businesses that may sustain innovation long term will be the ones that are able and willing to more fully align their success with the needs, desires, and success of their customers and of the other players in their business ecology.
We feel that corporate ethnographers can play a key role in this process, but we must challenge ourselves to achieve inter- Ultimately the businesses that may sustain innovation long term will be the ones that are able and willing to more fully align their success with the needs, desires, and success of their customers and of the other players in their business ecology.
